Abstract
Introduction
Systematic approach to organization theory describes organizations as open systems and as a defect for all type of open systems; survival depends on their adaptation to the changing and threatening demands of the environment.
Thriving, or even surviving, in this changing environment demands a thorough understanding of its dynamics, including how customers view their environment. Customers view suppliers and other aspects of their environment differently than suppliers do themselves. Taking this as an axiom, suppliers must be in tune with at least three key customer view factors: (1) the current needs of their customers, (what they value), (2) their satisfaction with the supplier's ability to meet those needs (to create that value for them), and (3) the forces that drive perceptions of value to change over time (Flint, Woodruff & Gardial, 1997) .
There are three components of attitudes as cognitive, affective and behavioral (Fabrigar, MacDonald & Wegener, 2005) . While cognitive component of attitudes refer to the beliefs and thoughts that we associate with the subject, affective component of the attitudes refer to the feelings and emotions linked to an object. Behavioral component of the attitudes are related with past behaviors and experiences regarding an attitude object. Some of our behaviors are directed by our cognitions (what we know and what we believe about the subject) and some of our behaviors are controlled by our emotions (like -dislike evaluations). In consumer behavior studies cognitive component is associated with brand involvement, affective commitment is associated with brand satisfaction and behavioral component is associated with repurchasing behaviors or brand loyalty. Ajzen (1991) explains the relations between attitudes and behavior with the theory of planned behavior. Depending on the idea of planned behavior our behaviors are combined and complex function of our attitudes, self-sufficiency beliefs and perception of norms. If final behavior is directed by our willingness to perform, it becomes affective behavior. But if it is guided by the conformity to the expectations of group/society expectations it becomes normative behavior. Another important aspect of the equation is called as self-sufficiency of self-efficacy belief. Self-efficacy belief is mostly related with capability perceptions of one's self.
Reinforcement theory can be used for repetitive behaviors. Reinforcement theory explains repetitive behaviors by reward and punishment. If a behavior is rewarded than the likelihood of engaging a similar kind of behavior will be increased and will be decreased if a behavior is punished. This might be one of the main explanations for repetitive purchase behavior. When a consumer is satisfied with an action (feel rewarded by purchase) the likelihood of buying from a same brand will be increased. So that concept is explained as commitment (or loyalty) to a brand.
Commitment theory defined by Meyer and Allen (Meyer & Allen, 1991; Meyer, Allen & Smith, 1993 ) is the most attributed one when dealing with different aspects of loyalty. Affective commitment requires satisfaction and involvement, a kind of deep engagement with a subject. Continuous commitment is the type of commitment when we have no or any better alternative. Normative commitment is mostly associated with ethical or moral values. In normative commitment although a better alternative exists you think that leaving the situation will not be appropriate.
So sometimes it is "in the eye of the beholder". We might think that human beings are rational; they make systematic Business and Social Science Vol 4, No 1, 2015 ISSN: 2147-4478 use of information and come up with the best possible solution as an action. But bounded rationality (Simon, 1972) proposes another decision-making pattern as we generally select the good enough (satisficing) possible solution.
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There are internal and external contingencies that define and guide behaviors. When it is related with purchasing behavior we might want to know what consumers think (cognitive), how they feel (affective) and how they react (behavioral) in a given situation. And most important whether there is a significant relationship between how they think, feel and how they react?
2.Literatur Review

Consumer Involvement, Satisfaction and Repurchase Behavior Involvement
Involvement represents the level of interest or importance of an object to an individual, or the centrality of an object to an individuals' ego structure. It simply can be defined as how much time and energy we allocate thinking of it due to the importance of the object/subject in our reference sets. The level of involvement determines the level of decision importance in the purchasing process, and business customers are likely to display attitudinal loyalty for high involvement purchases (Russell -Bennet, McColl-Kennedy & Coote, 2007) .
Involvement is considered an individual difference variable. It is a causal or motivating variable with a number of consequences on the consumer's purchase and communication behavior. In marketing, price is probably the most commonly used indicator of involvement. Because the risks of a mispurchase are high when price is high, consumers are likely to be involved. Laurent and Kapferer (1985) propose 4 facets of involvement:
(1) the importance of the product, (2) perceived risk associated with the product purchase, which in turn has two subfacets: (a) perceived importance of negative consequences from a poor choice (b) the perceived probability of making such a mistake; (3) the symbolic or "sign" value, and (4) the hedonic value of the product.
While antecedents of the involvement are described as personal needs, goals, characteristics, situational and decisional factors such as perceived risk of decision or imminence of decision, consequences of involvement are defined as search behavior, information processing and persuasion. (Andrews, Durvasula, & Akhter, 1990) . Lockshin, Spawton and Macintosh (1997) used three different types of involvement measures as product, brand decisional and purchasing involvement to cluster the variables for retail segmentation in order to analyze customers' attitude to shopping, to the store and to sales people. So, simply search for the most appropriate alternative is not only related with our economical status but also related with the maximization of our satisfaction.
Customer Satisfaction
Satisfaction is described as the fulfillment of the needs and expectations. As we have different needs, values and expectations, similar outcomes will not satisfy us in a similar way or in an equal proportion. Customer satisfaction is investigated in terms of customer retention or relationship commitment (Bolton, 1998; Gustafsson, Johson, Roos 2005) , purchase intentions (Anderson and Sullivan, 1993) or customer demographics (Mittal and Kamakura, 2001) Low customer satisfaction implies greater turnover of the customer base, higher replacement costs. Due to the difficulty of attracting customers who are satisfied doing business with a rival, higher customer acquisition costs.
Decreased price elasticity lead to increased profits for a firm providing superior customer satisfaction. Customer satisfaction is affected by overall quality, price, and expectations. (Anderson, Fornell, Lehmann, 1994) . Although customer satisfaction is analyzed as a strong determinant for customer retention, customer satisfaction may not always be resulted in customer retention or vice a versa dissatisfied customers may return to the same dealer. (Hennig-Thurau and Klee, 1997) Another concept associated with satisfaction is called as customer delight. Customer delight is the reaction of customers when they receive a service or product that not only satisfies, but also provides unexpected value or unanticipated satisfaction. Chandler (1989) argues that customer satisfaction is related with largely a static process that focuses on today and deals with known circumstances and known variables. But customer delight is a dynamic, forward-looking process that takes place primarily in the unknown environment. This might be associated with continuous improvement, innovation and surprising the customer with a unique design.
Repurchase Behavior
The majority of literature related to repurchase behavior has examined the antecedents (i.e., satisfaction, service quality, loyalty) or causes of repurchase behavior. The reasoning behind this field of research is it is believed that understanding the determinants of repurchase behavior will allow management to alter their services, based on the best provision of the antecedents (i.e., improving the specific attributes of satisfaction most highly related to repurchase, to increase repurchase behavior). Yet, it is only an assumption of these studies that repeat visitors are good visitors. It is possible that repeat visitors spend less, are more price sensitive, or are a less desirable market than first time visitors. (Petrick, 2004) In marketing and tourism analyses, repeat visits have generally been regarded as desirable because, among other things, it is thought, first, that the marketing costs needed to attract repeaters are lower than those required for firsttime tourists; second, a return is a positive indicator of one's satisfaction; third, an inertial attitude of high repeaters increases their likelihood to return. (Oppermann, 1998) . While first-timers are motivated by external factors (including the price of the holiday), repeaters favor factors inherent in the destination (such as the quality of the surroundings or accommodations), a consequence of their previous stay there (a reduction in nonmonetary costs) or a sense of emotional attachment. (Allegre and Juaneda, 2006) An economic principle that assumes that individuals always make prudent and logical decisions that provide them with the greatest benefit or satisfaction and that are in their highest self-interest. This assumption is based on rational choice theory. But depending on the idea of bounded rationality (Simon, 1972; Simon, 1991) we only can choose the good enough option. When individuals make a decision, their rationality is limited by the information they have, the cognitive limitations of their minds and time constraints. Individuals by the lack of ability and resources to arrive at an optimal solution they can only seek for a satisfactory one. Sometimes we don't evaluate all the alternatives, as we don't have enough time, resource or information and purchase for immediate gratification of a need (impulsive buying behavior) from the closest store or search the store of a familiar brand (conative loyalty). So cognitive or affective loyalty will not always be resulted by repurchasing behavior (behavioral brand loyalty). Due to impulsive buying behavior, appealing offerings of other brands, or service failures, even conative loyalty will not be resulted by repurchasing behavior.
Consumer loyalty at cognitive stage is determined by information of the offering, such as price, quality, and so forth.
It is the weakest type of loyalty because it is directed at costs and benefits of an offering and not at the brand itself.
Cognitive loyalty is largely influenced by the consumer's evaluative response to experience, in particular to the perceived performance of an offering relative to price. Affective loyalty relates to a favorable attitude toward a specific brand or product. Conative loyalty implies that attitudinal loyalty must be accompanied by a desire to intend an action, for example, repurchase a particular brand. It is stronger than affective loyalty but has vulnerabilities as well. Repeated delivery failures are a particularly strong factor in diminishing conative loyalty. Consumers are more likely to try alternative offerings if they experience frequent service failures. (Evanschitzky & Wunderlich, 2006) 
Attitudinal and Behavioral Brand Loyalty
Brand loyalty is defined as (1) the biased (i.e. non random), (2) behavioral response (i.e. purchase), (3) expressed over time, (4) by some decision-making unit (5) with respect to one or more alternative brands out of a set of such brands, and (6) is a function of psychological (decision making, evaluative) processes (Jacoby and Kyner, 1973) . So brand loyalty has two perspectives as psychological (attitudinal) and behavioral. Repeat purchase behavior is an axiomatic term, which simply refers to the extent to which consumers repurchase the same brand after experiencing the brand.
Since it is a purely behavioral construct, it is simply measured as the number of times a given brand is repurchased by a consumer in any given period of time. In contrast, the term brand loyalty is a complex concept that may require both psychological and behavioral measurements. (Jacoby and Chestnut, 1978) . Behavioral loyalty requires either purchasing a single brand in a consistent manner or at least engaging four or more purchases from a single brand when multiple brands are offered. In psychological commitment consumer responds with the name of the brand when a question is administered like "which brand do you prefer?" The third option is called as the composite indices that consumer would only purchase from another brand in case of emergency.
Therefore, loyalty is a concept that goes beyond simple purchase repetition behavior since it is a variable that basically consists of one dimension related to behavior and another related to attitude. The mentality aspect is referred to as Business and Social Science Vol 4, No 1, 2015 ISSN: 2147-4478 attitudinal loyalty in some models, but because many other aspects than attitudes exists in the customer's mind, and because many other psychological variables than attitudes have been used as indicators of loyalty. (Söderlung, 2006) Bloemer and Casper (1995) identified two distinct types of brand loyalty: true brand loyalty and spurious brand loyalty. A true brand loyal consumer is committed to his/her brand; because of this commitment, (s)he insists on buying the same brand the next time (s)he needs to buy the product again. A spurious brand loyal consumer is not committed to his/her brand; therefore, (s)he might buy the same brand the next time (s)he needs to buy the product again, but (s)he might also buy a different brand very easily. "The spurious loyal buyers lack any attachment to brand attributes, and they can be immediately captured by another brand that offers a better deal, a coupon, or enhanced point of purchase visibility through displays or other devices." For this consumer, the reason for buying the same brand again might be the comfort of not being forced to make a new choice, the time saved when buying the same brand again, the feeling of indifference with the choice, the familiarity with the brand, or the reduction of perceived risk A detailed framework of loyalty presents loyalty as comprising four distinct, sequential phases. In the first loyalty phase, the brand attribute information available to the customer indicates that one brand is preferable to its alternatives. This stage is referred to as cognitive loyalty, or loyalty based on a brand belief only. At the second phase of loyalty development a liking or attitude toward a brand has developed on the basis of cumulatively satisfying occasions. This reflects the pleasure dimension and called as affective loyalty. The third one is labeled as conative (behavioral intention) loyalty and influenced by repeated episodes of positive affect the brand. Conation, by definition, implies a brand specific commitment to purchase. In the action loyalty sequence the motivation intention in the previous state is transformed into readiness to act. (Oliver, 1999) 
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3.Method and Analysis
Hypothesis
Although the main focus of the research is identification of the relations between cognitive, affective and behavioral components of buying behavior, the evaluation of differences depending on marital status variable is also formulated.
H1: Cognitive evaluations of the attributes are different depending on marital status
Attitudinal and behavioral loyalty express two related but distinct concepts in the consumer behavior literature. While attitudinal loyalty is formulated by cognitive and affective processes behavioral loyalty is generally associated with purchasing behavior. Investigation of the difference between how customers think and how they act is the main intention of the research. H2: Self-expressed attitudes related with the importance of the attributes (cognitive component -level of involvement) do not reflect the purchasing behaviors of customers (behavioral -action loyalty)
Sampling
Attitudes are important predictors of behaviors. Although it is important to note that one may hold a favorable attitude toward a brand but not purchase it over multiple occasions because of comparable or greater attitudinal extremity toward other brands. Dick and Basu (1994) argue that for purposes of predictive validity, it is hence advantageous to compare brands that are viewed by consumers to be relevant in a consumption context. Depending on this idea, 7 brands are selected for the comparison. All the brands are working nationwide in Turkey and specialized selling female accessory, jewelry (silver rings, crystal ornaments, bracelets, necklaces, amulets, etc.) and watch. 1000 forms are distributed to current customers of these brands. But for the purposes of incomplete and inaccurate responses, the forms completed by males are excluded from the sample. 783 forms (completed by female consumers) are used for the research. 
Questionnaire and Measures
The questionnaire has four main sections. First section is related with the demographics. Depending on the purpose and the scope of the research three demographics has been asked as gender, age and marital status. Second section of the questionnaire involves attributes explained below. These attributes are selected from different researches investigating the antecedents of purchasing behavior. Answers of the second section are labeled as (1) "least important" to (4) "most important". Second section is intended to reveal out the cognitive evaluations (involvement levels within the attributes) of customers. On the third section of the questionnaire subjects are requested to associate 
Prestige: A good reputation, widespread respect
Consumers develop prestige meanings for brands based upon interactions with people (e.g., aspired and/or peer reference group), object properties (e.g., best quality), and hedonic values (e.g., sensory beauty). Prestige-seeking behavior is the results of multiple motivations, but in particular the motives of sociability and self-expression.
Vigneron and Johnson (1999) defined five perceived values for prestige:
1. The consumption of prestige brands is viewed as a signal of status and wealth, and whose price, expensive by normal standards, enhances the value of such a signal (perceived conspicuous value).
2. If virtually everyone owns a particular brand it is by definition not prestigious (perceived unique value).
3. The role-playing aspects and the social value of prestige brands can be instrumental in the decision to buy (perceived social value).
4. For a brand, which satisfies, an emotional desire such as a prestige brand, a product's subjective intangible benefits such as aesthetic appeal is clearly determining the brand selection (perceived hedonic value).
5. Prestige is derived partly from the technical superiority and the extreme care that takes place during the production process. For instance, a Rolex Sea-dweller works 1,220 meters underwater and is hand-crafted (perceived quality value).
Familiarity: Acquaintance with or knowledge of something
Familiarity also related with brand awareness. Brand awareness is described as the extent to which potential customers recognize a brand. Laroche, Kim, Zhou (1996) specifies that consumer's confidence toward a brand may result from his/her familiarity or experience with the brand. And suggesting as an implication of the findings that, in order to increase a consumer's intention to buy a specific brand, a marketer needs to enhance his/her confidence in the brand.
This may be realized by providing the consumer with more product related information, or direct experience.
Most of the times the cost of bringing a new brand to the market considerably high comparing with acquisition of a current brand due to brand awareness. In most of the mergers the purchase price reflected far more than the factories or the physical product produced therein. These corporate mergers were also about the acquisition of intangible assets-namely, brands. A product is "something that offers a functional benefit". A brand, on the other hand, is "a name, symbol, design, or mark that enhances the value of a product beyond its functional value". (Cobb-Walgren, Ruble, Donthu, 1995)
Authenticity: Being different or considerably unique
Uniqueness is defined as the trait of pursuing differentness relative to others through the acquisition, utilization, and disposition of consumer goods for the purpose of developing and enhancing one's self-image and social image.
Consumer goods used for satisfying counterconformity motivations refer to product categories, brands, and versions or styles. Based on need-for-uniqueness theory, nonconformity research, and the consumer behavior literature, consumers' need for uniqueness is conceptualized as subsuming three behavioral manifestations or dimensions as creative choice counterconformity, unpopular choice counterconfomity and avoidance of similarity (Tian, Bearden & Hunter, 2001) Creative choice counterconformity reflects that the consumer seeks social differentness from most others but that this consumer makes selections that are likely to be considered good choices by these others.
Unpopular choice counterconformity refers to the selection or use of products and brands that deviate from group norms and thus risk social disapproval that consumers withstand in order to establish their differentness from others.
Avoiding similarity refers to devaluing and avoiding the purchase of products or brands that are perceived to be commonplace.
Quality: An excellence of standard
Quality can be defined broadly as superiority or excellence. By extension, perceived quality can be defined as the consumer's judgment about a product's overall excellence or superiority.' Perceived quality is (1) different from objective or actual quality. (2) a higher level abstraction rather than a specific attribute of a product. (3) a global assessment that in some cases resembles attitude, and (4) a judgment usually made within a consumer s evoked set. (Zeithaml, 1998) 
Ambiance: atmosphere or character of as store
Most shoppers share the experience that, irrespective of the stock offered, some stores are more attractive than others, some stores induce a feeling of wellbeing, while in other stores one becomes irritated or even angry. And everybody also knows that one tends to buy more things and to spend more money when one is in a positive rather than in a negative mood state. Careful layout of an environment helps people to orientate, to find the way and learn to understand signs, to get the feeling of personal control and mastery Successful layout of a store depends on whether the store has a clear concept, whether one can easily find things, whether different departments are clearly separated from each other, whether one does not get lost etc. Signs and information tables can help to improve the layout of a store. Studies investigating customers' behavior in a store showed that certain layout patterns were especially attractive for customers (Spies, Hesse & Loesch, 1997) 
Availability: The quantity and the accessibility of stores
Customer impulsive behavior is described with immediate gratification of a need, generally a kind of behavior, which is not planned. Variety, accessibility and availability of the stores may increase the potential of impulsive buying behavior. Impulsive buying behavior is also affected by the intention of the customer. Major intentions are explained as: (Kollat & Willet, 1967) 1. Product and brand-Before entering the store the shopper knows both the product and brand of product to be purchased.
2. Product only-Before entering the store the shopper knows which product she wants, but has not decided on the brand, e.g., a plan to buy potato chips but not a particular brand.
3. Product class only-Before entering the store the shopper knows the class of product that she intends to purchase, but has not decided on the products in that class; e.g., intention to buy meat but must decide on steak or hamburger.
4. Need recognized-Before entering the store the shopper recognizes the existence of a problem or need, but has not decided which product class, product or brand that she intends to purchase, e.g., a need for something tor dinner.
5. Need not recognized-Before entering the store the shopper does not recognize the existence of a need, or the need is latent until she is in the store and has been exposed to its stimuli
Variety: The quantity and differentiated categories of the product
If consumers have a clear preference for a particular alternative when purchasing an item for immediate consumption, that alternative is most likely to be chosen regardless of any general preference for variety. If, however, consumers are uncertain about their preferences, as they often are when making purchases for future consumption, the desire for variety is likely to have a more significant influence on the choices made. Consumers who simultaneously make purchases for several occasions would be more likely to select a variety of preferred items for three main reasons: (1) a desire for variety and change is more likely to influence purchase decisions when consumers are uncertain about their preferences, (2) given the possibility of a change in tastes, selection of variety reduces risk, and (3) in making multiple purchases, selection of the different top candidates for purchase can simplify the task and save the time and effort needed to determine most preferred alternative. (Simonson, 1990) 
Service: Adequacy, kindness and helpfulness of staff
Five key dimensions of service quality have been identified (Bloemer, Ruyter & Wetzels, 1999) . Reliability is defined as the ability to deliver the promised service dependably and accurately. It is about keeping promises (promises about delivery, pricing, complaint handling, etc.) Responsiveness can be described as the willingness to help customers and provide prompt service. This dimension stresses service personnel's attitude to be attentive to customer requests, questions and complaints. Assurance is the service quality dimension that focuses on the ability to inspire trust and confidence. Empathy is the service aspect that stresses the treatment of customers as individuals. Finally, tangibles are the service dimension that focuses on the elements that represent the service physically.
Design: Preferred image or ideal form of a product
The product constitutes one of the classic four P's of the marketing mix, and the most fundamental characteristic of a product is its exterior form or design. The form or design of a product may contribute to its success in several ways.
First, in cluttered markets, product form is one way to gain consumer notice and with new product offerings, a distinctive design can render older competitors immediately obsolete and make later competitors appear to be shallow copies. Second, the form or exterior appearance of a product is important as a means of communicating information to consumers. The first Apple Macintosh possessed a compact, simple form to communicate ease of use and an almost anthropomorphic friendliness. Third, in addition to managerial considerations, product form is also significant in a larger sense because it affects the quality of our lives. The perception and usage of beautifully designed products may provide sensory pleasure and stimulation. In contrast, objects with unattractive forms may evoke distaste. Fourth, product form can also have long lasting effects. Although many goods are quickly discarded, the aesthetic characteristics of more durable products can have an impact for years on users and non-users alike as products become part of the sensory environment, for good or bad. (Bloch, 1995) 
Results and Analysis
Independent sample t-test is applied in order to test whether mean scores are significantly different depending on their marital status. Subjects have been asked to evaluate the importance of each attribute, when making purchasing decisions about accessorize and jewelry. Design is assumed to be most important attribute that affects purchasing jewelry decisions.
Service and product variety comes afterwards within the importance rank. Mean scores also represent the cognitive (involvement) attitudes of the subjects related with each attribute.
Design, service and product variety are evaluated as the most important aspects when it is all about purchasing accessorize or jewelry. Fashion, familiarity and quality attributes are also evaluated as important but those are the last ones on the importance ranking scale.
Design is evaluated much more important than quality. The product doesn't always need to be a sparkling diamond or 24K gold but it might be ok if it looks like one, if they want to make the purchase for daily purposes. Familiarity might be associated with psychological (attitudinal) brand loyalty. Also design, service and product variety is much more important than familiarity. We might come up with a conclusion that the psychological loyalty to a brand is limited when it is about buying jewelry. Maybe the segmentation of the brands is not so clear in the minds of consumers; maybe the all brands are somehow evaluated in a similar way.
First hypothesis was whether the cognitive evaluations of each attribute are significantly different depending on their marital status. The results of independent sample t-test statistics reveals out that first hypothesis can be accepted for several attributes but rejected for most of the attributes. With 0.95 confidence level the differences of the mean scores related with Price, Familiarity, Authenticity and Service is calculated to be significant. For each of the attributes married subjects have significantly higher scores when we compare it with the mean scores of singles.
Among all the highest mean difference is related with the expectations of service quality. Service quality may have different aspects but generally qualification, capability, product knowledge, enthusiasm, willingness to work, and helpfulness of staff is associated with service quality. Married subjects are expecting a higher level of service quality when compared with singles.
The hypothesis about the differences of cognitive evaluations depending on the marital status of the subject has been Price, Familiarity, Authenticity, and Service. Significant difference hypothesis is rejected for the variables Fashion, Prestige, Quality, Ambiance, Availability, Variety and Design.
On the second section of the questionnaire subjects are asked to evaluate which brand has the predefined attribute. In Table ( 3) cross frequencies (attributes and brands) are presented. Subjects evaluate each brand whether it is good related with a given attribute. Answers do not represents the opposite ends. So it doesn't mean it is blank it has to be bad.
Subjects have not been forced to choose either the alternative good or bad instead they are expected to select which brands are good with a given attribute. Maybe subjects do not have any past experiences (behavioral attitude) related with a brand so they can't properly evaluate the attribute whether it is good or bad. Highest frequency for repurchase behavior is related with Brand1. Especially for the attributes price, availability and product variety this brand is ranked as the first one with the highest frequency in Table ( 3). All correlations are significant at the 0.01 level (2 tailed) in Table (5) . For the purchase behavior among all attributes availability, product variety and price has the highest correlation coefficients. In order to test the impact of each attribute on repurchase behavior binary logistic statistic is applied.
Table 6. Significance of the Prediction
Omnibus Tests of Model Coefficients
Chi-square df Sig.
Step 1
Step Depending on the test results we can say that the model is significant and Nagelkerke R Square value is 0.327. A binary logistic regression is applied to find out the relative impact of each attribute on repurchase behavior. The impact of familiarity, authenticity, quality and ambiance on repurchase behavior is not significant. Price seems to be the most important attribute on repurchasing behaviors. Second most important attribute is availability (quantity and accessibility of stores). Although all brands are offering a category with high-level precious products, most of the categories consist products for daily use. Price and availability are found to be most important attributes that directly affects repurchasing behaviors. Product variety and design are also considered to be important attributes. İt is possible to interpret the findings that an important portion of the repurchase behaviors within these brands, products and categories involves impulsive buying. Related with the cognitive evaluation design, service and variety are considered to be the most important attributes but price is evaluated as the fifth, availability as sixth and fashion as ninth. But in the regression test while evaluating the repurchase behaviors of the customers price and availability seems to be the most important attributes. Although fashion is evaluated as one of the least important attributes it has to be considered as important depending on the results of regression analysis.
Conclusion and Discussions
Companies invest in researches focusing to the needs and attitudes of consumers. Most probably the results of these researches are extremely important to plan for the future and implement a strategy. As specified before companies are willing to understand the current and changing needs of the customers in order to satisfy those needs in a convenient manner. But one should not forget that the behaviors of the consumers are affected by many different internal / external aspects and may be manipulated in different ways.
Sometimes we use heuristics to come up with a decision, as we don't have enough time, resource, and energy or maybe just we feel it that this is the most appropriate way of acting. When we act without thinking all the possible antecedents and consequences maybe the link will be weakened between how we think and how we act.
All the attributes are considered to be important by the current or potential customers. But sometimes engaging a kind of action (repurchasing behavior) is affected by shortcuts or just a few components. Maybe when it comes to react, another aspect that we consider not that important or hesitate to confess becomes the main source of the behavior.
Although majority of the studies praising repurchase behavior still there are some more questions to be answered. One of the most important question of all maybe the specification of the relations between repurchase behavior and profitability of the company.
Reichheld, Markey and Hopton say (2000) satisfaction surveys alone don't yield the information companies need to have about delivering value to customers. There is more and more evidence that people in the field are responding to corporate obsession with satisfaction by creating higher scores in ways that don't necessarily improve customer value. Reichheld & Teal (2001) proposed that consumer loyalty would not always be resulted as maximization of company profits and refuting: Kumar and Shah also (2004) argues that attitudinal loyalty is much more important than behavioral loyalty, as the link between behavioral loyalty and profit of the organization is not so strong. Loyalty programs that reward customer behavior (such as purchase/visit frequency) without considering profitability run the risk of imminent failure. Take Airlines as an example. Most frequent flyer programs (until recently) rewarded customers on the basis of the distance traveled and not on the 'fare' paid by the customer. As a result, the customer who could get a cheap ticket at a fraction of the price from a web site would get the same value reward as a customer who would have paid the full-published fare. The result of this inconsistency could certainly be a factor in the financial results of the airlines with major airline companies such as United, Delta and American Airlines reporting losses.
So further researches should also investigate the relation between needs, attitudes, repurchase behaviors of the consumers with the profitability of the companies.
